Abstract. This article reviews the literature regarding the effect of country of origin on buyer evaluations of products. The issue is important for countries (especially resource-poor, developing countries) that need to increase manufactured exports and for firms that source products in countries different from where sold. Marketing inferences are drawn, and implications for future research are developed.
INTRODUCTION
Gaedeke [1973] found that U.S. made products were perceived as being of higher quality than products made in various LDCs, and that specific brands might be evaluated higher or lower when LDC country of origin was revealed as compared with no country-of-origin information being given. Schooler and Wildt [1968] demonstrated that for many consumers the effect of product evaluation bias can be offset by price concessions. As the price of the domestic good was increased relative to the foreign good, more consumers switched to the foreign good against which they had evidenced bias.
Schooler [1965] found that Guatemalan students gave lower evaluations to products from El Salvador and Costa Rica than to domestic and Mexican products and that these were related to a general negative attitude toward people from those countries. Yaprak [1978] tested purchase intentions among U.S. and Turkish business executives for specific brands made in West Germany, Japan, and Italy and found a significant correlation between purchase intentions and various source country attributes. Krishnakumar [1974] used a sample of students from Taiwan and India studying in the U.S. He found that the students discriminated against their own products in favor of MDC products. Students from Taiwan, with a higher GNP per capita, discriminated less than did Indian students. The Taiwanese students rated their own food and fashion products as better than MDC products. This indicates that MDC products which are very different from domestic products may not be good substitutes. Some very limited evidence indicates that the hierarchy of bias, referred to earlier, also is operational among LDCs.
Schooler [1971] and TQngberg [1972] found that older persons tended to evaluate foreign products more highly than did younger persons. Whereas Wang [1978] found no such effect. Schooler [1971] and Dornoff et al. [1974] found that females rated foreign products more highly than did males, but Dornoff et al. [1974] Wang [1978] found that persons with more education tended to rate foreign products more highly than did persons with limited education, but Tongberg [1972] found no such relationship. Wang [1978] found that non-whites tended to rate products from Latin America and Africa higher than did whites; Schooler [1971] found that non-whites evaluated products from Nigeria, Latin America, and India higher than did whites while whites rated products from the U.S. and North America more highly than did non-whites. Wang [1978] [1975] tested the relative importance of supplier characteristics (location, size) and bid characteristics (price, quality, delivery time) under different perceived risk conditions, using a sample of Swedish purchasing managers as respondents. Location (Sweden-England/West Germany-and France/ Italy), explained 50 percent of the variance and was the most important of the supplier characteristics. The researchers found the rank-ordering to be SwedenEngland/West Germany-France/Italy and labeled the discriminating variable as "distance." However, the findings may also be explained in terms of the consumer attitude studies reported earlier, which indicated a relative preference for domestic products among the MDCs. The higher rank of the combination England/West Germany than the combination France/Italy is not contradicted by the consumer studies. Price was found to be the most important bid characteristic in low-risk situations, and quality and location in high-risk situations. Fitting an LDC supplier of industrial goods into a low-risk purchasing situation may maximize his price advantage and minimize his location disadvantage.
All of the studies referred to earlier found that country of origin did influence prod-Methodological uct evaluations. It is tempting to try to infer the magnitude of this relationship. Limitations
Unfortunately, that would not be warranted because of the following methodological limitations. First, most of the studies involved only a single cue; that is, country of origin was the only information on which respondents based their evaluations. A single cue study is bound to yield a significant cue effect that might or might not exist in the real world. Second, in much of that research the respondents were given only verbal references to products, rather than shown a tangible product. One cannot be sure what respondents have in mind when such evaluations are given. For example, if a respondent evaluates the quality of an intangible sweater made in Sweden more highly than an intangible sweater made in Morocco, it might be that he has different sweaters in mind with regard to raw materials, sweater thickness, price, and other attributes. This is an important limitation when "made in " is the only informational cue given. Schooler [1971] found that product evaluations might differ according to whether a tangible or an intangible product is used. A related type of confounding (unintentional manipulation of two or more variables within a single independent variable) may be found where the source country is given as "a foreign country" or as a geographical area. Attitude toward foreign products could depend on whether the respondent has West Germany or Afganistan in mind when hearing "foreign country," and the attitude toward products "made in Asia" might depend upon whether Japan or Indonesia is the frame of reference. A third limitation has to do with the general validity and reliability problems often encountered in consumer research. Differing versions of the semantic differential scale were used in several of the studies. Only Kincaid [1970] used the adjectives developed by Osgood [1952] ; unfortunately, the validity and reliability demonstrated by Osgood's work cannot be imputed to other scales. Demand effects are possible in most of the studies (that is, respondents guess the purpose of the study, which affects their responses); usually there is no report of respondent debriefing; and validity and reliability assessments of the measurements used tend to be inadequate or nonexistent. The importance of measurement validity was demonstrated by Tongberg [1972] . He obtained very low coefficients of determination between a general preference ranking of products from various nations and multi-attribute scale measures that ranged from r2 =.020 to r2 =.187 for various product classes. IMPLICATIONS Country-of-origin cues that are biased against products sourced in LDCs logically would rotate the international product life-cycle function counterclockwise; that is, raise the right end of the curve. This would result from whatever additional expenditures (or lower prices) are needed to compensate for the country-of-origin cue. The amount of rotation presumably would vary directly with the behavioral importance of this cue, which has yet to be estimated precisely. A counterclockwise rotation of the international product life-cycle function logically would likely reduce investments in and exports from LDCs relative to what would occur without the adverse country-of-origin cue. Both effects would slow down the economic development of affected LDCs at the very time their populations are growing rapidly. Both the theoretical and practical consequences of the country-of-origin cue are so great that additional research on the subject would seem to be urgently needed.
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